




We believe sports make people better.

We create confidence and excitement

by personally equipping all athletes to 
achieve their dreams.

We create an inclusive environment 

where passionate, skilled and diverse 
TEAMMATES thrive. 

f

We create and build leading brands that 
serve and inspire ATHLETES.

f

We make a lasting impact on 
COMMUNITIES through sport.

f
We deliver SHAREHOLDER value 

through growth and relentless improvement.



DICK’S Sporting 

Goods: 734

Specialty Concept 

Stores: 132

YoY ∆

Same Store Sales - +9.9%

eCommerce Sales $2.8B 100%

Net Sales $9.58B 9.5%

Non-GAAP Gross Profit Margin1 31.83% 249 bps

Non-GAAP EBT1 $733.3M 66.5%

Non-GAAP EBT Margin1 7.65% 262 bps

43%
eCommerce as % of   

2020 B&M sales

140M
Customers in 

database

125%+
Mobile sales growth 

in 2020

4B
Total web page views 

in 2020

2M Daily website visits



Executive Chairman 

1984

President & CEO

2011

EVP – Chief Financial Officer

2017

EVP

1997 

EVP – Stores 

2017

EVP – Chief Technology 

Officer

2020

SVP – Vertical Brands

2018

SVP – Real Estate & 

Construction

2021

SVP – Supply Chain

1999

SVP – Merchandising 

Softlines

2002

SVP – General Counsel 

& Secretary 

2015

SVP – Chief 

Communications & 

Sustainability Officer

2020

SVP – Chief People & 

Purpose Officer

2020

SVP – Strategy, eCommerce 

& Analytics 

2019

SVP – eCommerce

2002

SVP – Chief Marketing 

Officer

2010

SVP – In-store Environment, 

Visual Merchandising & 

House of Sport

2014

SVP – President, Public 

Lands

2020

SVP – Planning, Allocation & 

Replenishment and 

Merchandising Hardlines 

1999







Of industry experts believe 

the Athleisure market will 

keep growing

Growth in health and fitness 

app downloads in 2020 vs. 

the previous 2 years



New Athletes 

Added in 2020

Under 30 

Years Old

Largest among 

sporting goods 

retailers

Market Share1







o Our stores enabled approximately 90% of our total sales during FY20
o 4

o Approximately 70% of online orders fulfilled through our store network (through ship 

from store, Curbside Pickup and BOPIS)
o f

o ~2/3 of store leases are up for renewal in the next 5 years (opportunities to reduce 

rent, increase tenant allowances and/or relocate)

o 800+ Stores | 8 Fulfillment Centers | Vendor Direct Program
o f

o Strategic delivery partnerships, nationally with FedEx and Instacart
o f

o Estimated delivery date decreased by more than 10% in FY20

o Fewer and more targeted promotions
o ff

o Sustained athlete adoption of Curbside Pickup & BOPIS

o Leverage of fixed costs



YoY eCommerce 

sales growth1

Email 

addresses
Mobile penetration1

Curbside/BOPIS 

sales growth1

Time to launch 

curbside pickup 

during pandemic



Athletes Of Sales Athletes1 Of Sales1

Loyalty 

Athletes

Acquired through 

digital channels

Non-Loyalty 

Athletes
Online spend



DIGITAL 
TOUCHPOINTS 
WITH OUR 
ATHLETES

Athlete attributes collected 
for targeting and analytics

Data points collected for 
every athlete on our site

TO MAKE SMARTER 
DECISIONS TO BETTER 
SERVE OUR ATHLETES

Improve our speed to athletes 
with optimized order routing

Tailored marketing offers and 
content in the channels our 
athletes prefer

Intelligence to improve in-
stocks and merchandise 
availability

Monthly athlete interactions 
through GameChanger









o Investing in key merchandise categories and brands

o Expanding vertical brand assortments

o Growing brick & mortar retail footprint with purpose

o Driving traffic, sales and loyalty through new store and digital experiences

o Launched DICK’S Sporting Goods House of Sport, a highly experiential 

store exploring the future of retail

o Re-engineered Golf Galaxy and opened two Golf Galaxy Performance 

Centers, a new Golf Galaxy prototype  

o Launched Public Lands, a complete outdoor omni-channel retail concept

o Technology, data science & analytics to drive growth and margin expansion

o Flexible and efficient supply chain as a competitive weapon

o Transformative cost management to fund our future





Cash

Revolving 

Credit Facility

No outstanding borrowings (as of 10/30/21)

as of 10/30/21

Paid $567 million in dividends, including 

a special dividend of $5.50 per share and 

a quarterly dividend that was increased 

by 21% to $0.4375 per share in Q3

Repurchased 4 million shares of stock for 

$426 million



to

to to

• +39% net sales vs. 2019

• +333% EBT vs. 2019

• +298% EPS vs. 2019

Based on guidance mid-points, we expect:

• +27% net sales vs. 2020

• +160% EBT vs. 2020

• +140% EPS vs. 2020













January 30, February 1, February 2, February 3, January 28,

2021 2020 2019 2018 2017

Gross capital expenditures (224,027)$      (217,461)$      (198,219)$      (474,347)$      (421,920)$      

Deferred construction allowances 56,713           37,959           27,730           101,712         179,864         

Net capital expenditures (167,314)$      (179,502)$      (170,489)$      (372,635)$      (242,056)$      

Fiscal Year Ended

The following table represents a reconciliation of the Company's gross capital expenditures to its capital expenditures, 

net of tenant allowances.
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